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Article Summaries
Volume IV, Issue I

Interior Design in the Workplace

Building Information Modeling

Bryce Cindrich

Tanner Duron

While people generally spend much of their
time in their home, time spent in the workplace
is usually a close second. Why should people
care about how their office is set up than their
home? A well-designed interior at the workplace
can help promote employee productivity and
support their well-being, build a sense of
community, improve team collaboration, and
attract and retain talent. (See page 8)

Welcome to the information age. Building
Information Technology (BIM) offers the
construction industry a way to manage
everything, from sourcing to construction to
maintenance. BIM has significant risks, but
also boasts enough benefits to make every firm
in the AEC industry ready to start integrating
its use. As digital natives, it is up to the rising
generation of workers to spearhead the widespread use of BIM. (See page 12)

https://scholarsarchive.byu.edu/marriottstudentreview/vol4/iss1/12
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Fashion Copycats v. Copyright
Law

Learning From the Swiss

Rowena Natasha

Aubrey Wright

Is fashion an art? Or a utilitarian part of
our life? Thanks to US copyright laws, “fast
fashion” companies like H&M and Zara are
making windfall gains by copying new designs,
even at the expense of small start-ups. But
don’t start writing legislation yet. Without
“fashion copycats” making affordable yet
trendy products, the fashion industry would be
left dependent on a small-pool of upper-class
consumers. (See page 16)

The trades are in trouble. With fewer students
choosing a vocational education, the United
States is facing a rapidly growing gap in skilled
vocational labor. The answer: the mighty
apprenticeship program, courtesy of the Swiss.
The Swiss model of apprenticeships help
the bottom line of companies. It also trains
students for promising careers. By taking clues
from the Swiss, the US can begin solving its
vocational trade woes. (See page 20)
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Article Summaries Continued
Volume IV, Issue I

A Deeper Look into Relationship
Marketing

Putt Yourself Out There!

Rachel Bennion

Allysha Mae Matteo

Businesses can’t just offer discounts. In today’s
world, “relationship marketing” — treating the
business/consumer dynamic as a relationship
— is a critical aspect of success. Rachel Bennion
expounds on this idea and gives advice for how
to increase your consumer connections as you
expand your brand. (See page 24)

Most everyone is aware that networking and
relationship building hold the keys to success
within the business world. But just how are
these networks so carefully cultivated? Recent
statistics suggest that golf is a major player
in cutting behind-the-scenes business deals.
Approximately 90% of Fortune 500 CEOs
play golf, and executives who play golf earn
17% more than those who don’t. Golf is a
networking tool available to virtually anyone:
the old and young, male and female, athletic
and unathletic alike. It aids in building
relationships with clients, customers, vendors,
and colleagues, simultaneously advancing
the golfer’s career and helping to grow the
company. Golfers learn how to deal with
the success, failure, and adversity that they
encounter both on the golf course and in the
workplace. Moral of the story: don’t let your
golfing skills or your business skills become
subpar. And if you haven’t yet, start learning
to golf. (See page 32)

https://scholarsarchive.byu.edu/marriottstudentreview/vol4/iss1/12
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The Troubling Future for the
Airline Industry

Make Money, Make a Difference

Ashlyn Unga

Riley Martin

Global warming is not only causing climatic
temperatures to rise— it is also heating up the
socio-political scene across the globe. Caught
in the crossfire is the airline industry, targeted
by environmental activists who categorize
flight as an unnecessary mode of travel. As
this movement gains traction, how will air fare
in this age of flight-shaming? Ashlyn Unga
explores anticipated governmental regulations
and measures the airline industry must take as
a result of this movement. (See page 36)

Will working for a nonprofit organization be a
waste of an education and career? There are
many false myths about nonprofits, and it’s
important to get the facts straight so you can
do what you love without a fear of financial
repercussions. In his article, “Make Money,
Make a Difference,” Riley Martin highlights the
benefits of working for nonprofit organizations
as well as some cautions to consider. As one can
expect, nonprofits provide a sense of purpose
for employees. But despite what many think,
the pay and job-security for nonprofit jobs is
the same—if not better—than that of its forprofit counterparts. If you are aware of the
potential for poor management in nonprofits,
you can work to combat those challenges. Your
hard work and positive impact may not always
be praised, but nonprofits can still be a wise
and rewarding career path to take. (See page
40)
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Editor’s Letter

Expectations
In the classic tale by Charles Dickens, Pip and his girlfriend,
Estella, are constantly thrown into unexpected situations
which alter their life’s journey. From a chance meeting in
a cemetery of an escaped convict, to the time spent in an
eccentric lady’s home, to a final inheritance of wealth, Pip’s
and Estella’s expectations for life were constantly turned
upside and sideways. Estella wisely observes to Pip how these
hiccups strengthen her, rather than weaken her: “Suffering has
been stronger than all other teaching and has taught me to
understand what your heart used to be. I have been bent and
broken, but - I hope - into a better shape.” The pandemic may
have bent and broken some of our plans, such as canceling
internships, working from home rather than an exotic place,
and postponing vacations. We may need to find another way
of doing things and our future may take surprising turns
away from what we had initially planned, but we must remain
positive realizing that new horizons for innovation are before
us.

straight so you can do what you love without a fear of financial
repercussions. Nonprofits provide a sense of purpose for
employees and the pay and job-security for nonprofit jobs is the
same—if not better—than their for-profit counterparts. There
are some downsides, but if you are aware of these potential
problems, nonprofits may still be a wise and rewarding career
path to take.

This issue of Marriott Student Review (MSR) is all about
developing greater expectations for the future, finding new
ways of accomplishing our dreams, and fostering relationships,
even in the digital world of Zoom and Team meetings. Even
though our expectations have been unexpectedly altered, in
the end, the shape of our lives may be ultimately better.

Is fashion an art or a utilitarian part of our life? Thanks to
U.S. copyright laws, “fast fashion” companies like H&M and
Zara are making windfall gains by copying new designs, even
at the expense of small start-ups. Without “fashion copycats”
that make affordable yet trendy products, the fashion industry
would be left dependent on a small group of upper-class
consumers.

Developing Greater Expectations
With fewer students choosing a vocational education, the
United States is facing a rapidly growing gap in skilled
vocational labor. The Swiss model of apprenticeships may
help the bottom line of U.S. companies by training students
for promising careers, which may begin to solve vocational
trade woes.
Working for a nonprofit organization does not need to be a
waste of one’s education and career. There are many false
myths about nonprofits, and it is important to get the facts

https://scholarsarchive.byu.edu/marriottstudentreview/vol4/iss1/12
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Finding New Ways to Accomplish Tasks
People spend much of their time at home, but in a postCOVID world, time spent in the workplace will be a close
second. People should care more about how their office is set
up. A well-designed interior at the workplace can help promote
employee productivity and support their well-being, build a
sense of community, improve team collaboration, and attract
and retain talent.

Building Information Technology (BIM) offers the construction
industry a new way to manage and accomplish tasks, from
sourcing to construction to maintenance. BIM has significant
risks, but also boasts enough benefits to make firms ready to
start integrating its use. The rising generation of digital natives
can spearhead the widespread use of BIM as a new way to get
things done more efficiently.
Because of the pandemic and concerns about global warming,
the airline industry is caught in the crossfire between
environmental activists and people worried about catching
COVID on a flight. How will airlines move forward in this

8
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age of flight-shaming? Airlines may be forced to incorporate
certain governmental regulations and measures in the future,
which may have a far-reaching effect on airline companies.

Fostering Relationships
Much of the business world is run digitally, yet relationship
marketing, which treats the business/consumer dynamic as a
relationship, is a critical aspect of business success. Businesses
cannot just offer discounts to gain customers, but they must
also increase the consumer connections to increase their
brand.
Networking on-line is tough, yet most people are aware that
networking and relationship building hold the keys to success
within the business world. Being outside plus networking is
a win-win proposition. Recent statistics suggest that golf is
a major player in cutting behind-the-scenes business deals.
Approximately 90% of Fortune 500 CEOs play golf, and
executives who play golf earn 17% more than those who do
not. Golf is a networking tool available to virtually anyone: the
old and young, male and female, athletic and unathletic alike,
even during the pandemic. It aids in building relationships with
clients, customers, vendors, and colleagues, simultaneously
advancing the golfer’s career and helping to grow the
company. Golfers learn how to deal with the success, failure,
and adversity that they encounter both on the golf course and
in the workplace. The moral of the story is - do not let your
golfing skills or your business skills become subpar. And if you
have not yet, start learning to golf and enjoy the fresh air.

Published by BYU ScholarsArchive, 2020

We can look to the future with great expectations. In Dicken’s
book, Estella also makes the astute observation: “I must be
taken as I have been made. The success is not mine; the failure
is not mine, but the two together make me.” We are all made
of our successes and failures. We should not be afraid of both
as we move forward towards a “new normal” for our future
and in business.
Hopefully, the expectations in this issue will inspire all of us.
Please share your thoughts about the articles by commenting
on them on our Facebook or LinkedIn pages. You can also
find us on Instagram and Pinterest. For more information on
finding success, please listen to the MSR podcast, Measuring
Success Right, which can be found on iTunes or Spotify and read
every Saturday our business blog, Marriott Saturday Reads.
Enjoy,
Marianna Richardson

Marianna Richardson
Editor-in-Chief

Marriott Student Review and Measuring Success Right
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INTERIOR
DESIGN
In the Workplace
Bryce Cindrich

The workplace is where people collaborate, solve problems, and thrive. While
many factors go into these actions of productivity, few people consider how their
surroundings may be affecting them. Nonetheless, the interior design of a workplace
can either inhibit employees from reaching their full potential or contribute to
their success. Quality and intentional interior design is shown to boost employees’
productivity and well-being, improve collaboration and community, and attract
and retain talent. With these positive effects on the productivity of employees in
the workplace, business managers would do well to make the layout of their office
space a bigger priority.
Interior design is defined by The Council for Interior Design Qualification (CIDQ)
as “the analysis, planning, design, documentation, and management of interior
non-structural/non-seismic construction and alteration projects.” 1 In more
simple terms, interior designers manage all aspects of the design of the inside
of a building. However, interior design is much deeper than one might expect.
It applies the theories of human behavior color design and the principles of art
to give interiors a purpose, as later referenced in the CIDQ’s full definition. If
implemented correctly, these theories can provide positive benefits to all those
who spend time inside the designed building and experience its features. Inside
workplaces, interior design can have a large influence on employee behavior and
be used to boost productivity and well-being.

https://scholarsarchive.byu.edu/marriottstudentreview/vol4/iss1/12
8 | MSR
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Excellent Design Facilitates
Community and Collaboration
Collaboration enables teams to accomplish
hard tasks together, giving them all a
sense of belonging and thus creating
a tightly knit community. An interior
space, if designed correctly, can make this
collaboration easier.

Figure 1. Source: Nicholas Swan, Canopy Tax Mezzanine, EDA Architects. Adapted from: EDA Architects, https://edaarch.com/wp-content/uploads/2019/09/Canopy_Shoot_One-2-1800x1200.jpg
(accessed October 21, 2019).

In a white paper published by Herman
Miller entitled, “Can Office Design Build
Community,” Herman Miller presents
results from creating multiple workspace
types for collaboration to help build a
better sense of community. As seen in
Figure 2 below, after the office redesign
of Tavistock, employees felt that their
workspace gave them a larger sense of
community, that they were proud to bring
visitors to the office, and that they had an
enjoyable environment. 4

The Best Design Boosts Productivity and Well-being
The environment surrounding workers can enable or inhibit the way they work.
In a traditional office, cubicles create a disconnect between employees, and closed
offices increase the separation between executives and entry-level employees. The
redesign of the office in the twenty-first century incorporates an open office design
to eliminate these gaps and increase collaboration. These open plans often achieve
increased collaboration but inhibit individual productivity and privacy. Herman
Miller, a leading office and home furnishing manufacturer, conducted a case study
when designing a new office space for Harry’s, a shaving and grooming products
brand. The research concluded that a variety of spaces increases productivity.
Herman Miller found that 70% of employees felt productive in
the new space, compared to 29% before the move. 2
Knoll, a manufacturer of designer furniture, backed up
My workplace
Herman Miller’s data by adding research that shows the type
gives me
of spaces needed to reach optimal productivity. Some of
a sense of
those spaces include primary workspaces, team meeting areas,
community
community spaces, and refuge spaces. This idea of multiple
spaces of differing complexity is related to the design theory
of “prospect and refuge”. This theory is deeply researched
and suggests that people prefer large, open spaces with
unobstructed views, but that have areas to retreat to
safety in. 3 A great example of this is an open office
I’m proud
space with large glass windows, small community
to bring
areas breaking up the space, and individual refuge
visitors to my
rooms on the edges (see Figure 1).
workplace
Designing an interior with multiple workspace types
increases productivity by enabling employees to find
quiet spaces and providing them with a fresh environment
to feel productive in. When employees have these opportunities
to become productive, they have a better sense of well-being.
Well-being, the feeling of being happy and comfortable, comes
from a variety of features in a space including access to nature,
views, natural light, and diverse spaces. Most importantly,
including community workspaces in an office enables teams to
collaborate and build their team relationships, creating a sense
of community among its members.

Published by BYU ScholarsArchive, 2020
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Skullcandy’s
headquarters in
Park City, Utah,
features a halfpipe skateboard
ramp.

Figure 3. Source: Nicholas Swan, Skullcandy Half-Pipe, EDA Architects. From: EDA Architects, https://edaarch.
com/wp-content/uploads/2018/08/Skullcandy_Park_City_2017-18-1800x1200.jpg (accessed October 21, 2019).

A study by Steelcase, a
US-based office furniture
company, found that the best ways
to enable office collaboration through
design are to facilitate movement, encourage
equal participation, and create an ambient connection
to the space. Some of the ways they suggest achieving this are
to use light scaled furniture, provide collaboration tools, and
build a welcoming environment. 5 When employees feel this way,
they are more likely to work at the company longer and are
even more attracted to the company when applying in the first
place.

Inside Skullcandy’s headquarters, located in Park City, Utah,
there is a half-pipe skateboard ramp, skater-punk atmosphere,
anechoic chamber, scooters to ride around, and mountain bike
storage. Evan Cindrich, principle and head interior designer
at EDA Architects said the following about designing the
Skullcandy space: “When we designed Skullcandy’s offices,
we kept in mind the company’s culture. We looked at the
demographics and interests of current employees to measure
future employee’s expected interests. With this knowledge,
we were able to design a space that represented the current
employees and set Skullcandy apart from the competition to
future applicants.” 7

First-rate Design Attracts and Retains Talent

In Herman Miller’s case study on Tavistock, their “motivating
factor for the new office had been improving the company’s
ability to attract—and keep— talented employees”. After the
redesign, Tavistock’s employee turnover rate decreased by
16%. 8 With pay leveling out around the country and job duties
becoming increasingly similar, the aspects highlighting jobs over
others are its office spaces and what they include. An interior
designer’s job even includes deciding with the company if they
want to add something like a Coca-Cola Freestyle machine
into the kitchen and how to design the kitchen to include it.
This kind of intentional set-up can play an important role in
attracting and retaining talent.

Over time, the workforce has become more skilled and is in a
position to demand more from their future employers. The perks
of a good workplace have also changed drastically. Recently,
Knoll researched themes of talent and shared five insights.
The second finding on that list was“[t]he most sought-after
talent … is often the most demanding, noting their numerous
employment alternatives, each with superior amenities, and that
they feel they deserve more than they already have.”6 Designing
a space that includes these highly demanded amenities can help
attract talent.

https://scholarsarchive.byu.edu/marriottstudentreview/vol4/iss1/12
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Office Interior Design Matters

Notes

The spaces people spend their time in are significant. While people generally
spend much of their time in their home, time spent in the workplace is usually
a close second. Why should people care less about how their office is set up
than their home? A well-designed interior at the workplace can help promote
employee productivity and support their well-being, build a sense of community
and improve team collaboration, and attract and retain talent.

1 “Definition of Interior Design,” Council for Interior Design
Qualification, accessed October 21, 2019, https://www.cidq.org/
definition-of-interior-design.

2 “Can Office Design Improve Efficiency?,” Herman Miller,
accessed

October

21,

2019,

https://www.hermanmiller.com/

research/categories/case-studies/harrys.

Despite the numerous benefits, most businesses don’t prioritize office space design
as much as they should. Design is only sought after when a space outgrows its
capacity or intended purposes. This attitude needs to change. I challenge all
business owners to evaluate their current office and ask themselves these questions:
• Is my office space attractive to new and current employees?

3 “Prospect-Refuge,” Suny Polytechnic Institute, accessed October
21, 2019, http://people.sunyit.edu/~lepres/thesis/principles/193_
pdfsam_POD.pdf.

4 “Create a Center of Attraction,” Herman Miller, accessed
October

21,

2019,

https://www.hermanmiller.com/research/

• Does my office space encourage collaboration?

categories/white-papers/create-a-center-of-attraction.

• Is my office space boosting employee productivity?

5 “What Workers Told Us About Collaboration,” Steelcase, accessed
October 29, 2019, https://www.steelcase.com/research/articles/

If you answered no to any of these questions, it’s time to consider an office
remodel.

topics/workplace/workers-told-us-collaboration.

6 “Talking Talent: Workplace Well-being and Cultural Currency,”
Knoll, accessed October 21, 2019, https://www.knoll.com/
knollnewsdetail/talking-talent.

7 Evan Cindrich (NCIDQ interior designer) in an interview with the
author, October 2019.

8 “Can Office Design Build Community,” Herman Miller, accessed
October

21,

2019,

https://www.hermanmiller.com/research/

categories/case-studies/tavistock-development-company
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Building
Information
Modeling
Risks, Benefits, and Trends in Construction
By Tanner Duron

“A

ny sufficiently advanced technology is indistinguishable
from magic,” wrote Arthur C. Clarke in his 1962
Profiles of the Future: An Inquiry into the Limits of the Possible.
Clarke’s statement has been affirmed during the Information
Age with the astounding capabilities of computers. Computers
allow the world’s population to access near-infinite quantities
of data seemingly out of thin air.
Another mind-boggling power of computers is their ability to
help plan, design, and maintain the buildings that surround
them, a technology known as Building Information Modeling
(BIM). This technology is used primarily by professionals in the
architecture, engineering, and construction industries, yet it is
not implemented as widely as it should be. Despite some risks
associated with BIM, the technology has proved beneficial and
should be utilized more in the construction industry.

https://scholarsarchive.byu.edu/marriottstudentreview/vol4/iss1/12
12 | MSR

Introduction to BIM
According to Autodesk, a BIM software developer, “Building
Information Modeling is an intelligent 3D model-based process
that gives architecture, engineering, and construction (AEC)
professionals the insight and tools to more efficiently plan, design,
construct, and manage buildings and infrastructure.”1 BIM’s
various forms can be used to aid in the lifecycle of buildings of all
sizes from inception to demolition.
BIM has been developed to advance Computer Aided Design (CAD)
to a more useful product. As Figure 1 demonstrates, early uses of
CAD in construction were limited to two-dimensional designs—
lines on a screen to illustrate the placement of objects. On the other
hand, BIM utilizes three-dimensional objects that are placed in a

14
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space. These objects—walls, cabinets, HVAC components, wall
finishes, floors, etc.—have height, width, and depth that can be
manipulated to accurately represent the final product or system
that will be installed in the building during the construction
process. 2 BIM’s effective use of three-dimensional space generates
its high demand in the AEC industry. Figure 2 shows the same
floor plan shown in Figure 1 after it has been migrated into a BIM
software called Revit.

Benefits of BIM
BIM has become a powerful tool in the construction industry. It is
versatile and is used by architects, engineers, and contractors alike. 3
One benefit of BIM is that it increases performance and quality in
construction. 4 It is also easy to access, which permits collaboration
between the contractor and trade specialists and aids in minimizing
design and construction errors. 5 In addition, BIM has built-in cost
estimating capabilities, can easily generate 3D renderings, can aid
in scheduling projects, and detects conflict and collision instances
within the model. 6
Further developments in BIM have also created uses beyond the
completion of a construction project. BIM use can provide resources
for heritage and historical documentation, as-built renders,
warranty and service tracking, energy management, emergency
management, and retrofit planning. Using BIM software helps
keep projects on schedule and under budget. It can also eliminate
unforeseen modifications (also known in the AEC industry as
change orders) by up to 40%. Cost estimation is provided with a
margin of error of 3% and up to 80% reduction in generation
time. The clash detection capabilities can save up to 10% of the
contract value and reduce time required to complete the project
by up to 7%. With these capabilities of BIM, construction projects
improve in efficiency and quality. 7

Figure 2. Revit-generated model courtesy of the author.

Risks of BIM
While there are clearly benefits to using the BIM technology, there
are a few potential risks to be aware of. Nevertheless, if professionals
can recognize and combat these risks, implementing BIM would
still prove beneficial.
One risk is the possibility of subcontractors using software that
is incompatible with BIM software. 8 Another risk is the potential
for miscommunication between partners on projects, as most
BIM work is performed off-site. Most projects require significant
collaboration between contractors, engineers, architects, and
trade specialists due to the increasing complexity of the systems
that are installed in modern buildings. Allowing free access to
project documents places intellectual property at risk of copyright
infringement.9 In addition to the security risks associated with
information sharing, large group collaborations generate questions
of liability among the many involved parties. The group must
decide who will control data entry into the model and who will be
responsible for any inaccuracies within the model. Many of these
risks can be addressed by outlining the risks and clarifying other
expectations and procedures in contractual documents. 10
Furthermore, it is important to understand that BIM data reflects
ideal conditions. Though the technology is powerful, it is unable
to predict all real-world occurrences that will transpire during a
project. Weather, labor efficiency, and government regulation are
all unpredictable factors. Thus, schedules must be adjusted, and
some unforeseen construction incidents can break budgets. A final
issue to be aware of is the time and cost that must be invested to
adopt the new software and train the employees on how to use
it.11 Still, long-term savings as previously mentioned can offset
cost to train and incorporate BIM use. Professionals must evaluate
these potential risks and based on their situations, determine if the
benefits outweigh the costs.

Figure 1. A house floor plan created in 2D. Photo courtesy of the author.
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Trends in BIM
Though BIM use is spreading throughout the world, it is not
being effectively used at all stages of construction. In research
conducted by Britani N. Harris, just over a third of survey
respondents (38.3%) use BIM personally at least once a
week. In the same research, Harris found that 37.6% of the
respondents do not use BIM at all. 12 Figure 3 breaks down
BIM use frequency within job roles of those surveyed.
Harris’s research further revealed that BIM was not used at all
on projects smaller than $1 million, nor was it used on 78.3%
of projects valued at $1–10 million. Overall, use increased
as project value increased. 13 Recently, the industry has been
moving towards more widespread use of BIM on all projects.
In 2016 the United Kingdom became a leader in BIM by
legally mandating that all publicly funded building projects
use BIM. 14 In 2020, all transportation projects in Germany
were required to use BIM. 15 Further integration of BIM can be
achieved through education of those seeking to enter the AEC

https://scholarsarchive.byu.edu/marriottstudentreview/vol4/iss1/12
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Overall, long-term
savings offset cost to
train and incorporate
BIM use.
industry. Though one could indeed “teach an old dog new
tricks,” many old-school contractors and engineers shudder at
the thought of learning a new modeling software. As such, the
rising generation must lead the way in fully integrating BIM
in the industry.
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Figure 3. BIM usage by job role. Data provided by Britani N. Harris. Chart provided courtesy of the author.

Conclusion
No aspect in the AEC industry is risk free, including using a sophisticated software like
Building Information Modeling. However, the benefits of using BIM on construction
projects might outweigh the risks that accompany its use. BIM is becoming an
increasingly popular resource, but the rising generation must take the reins and fully
apply it in the construction industry. Those who now hold the torch can help by
educating the next generation of industry leaders in the many benefits and uses of
BIM.
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Fashion Copycats
and

Copyright L aw

Rowena Natasha
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Coco Chanel once said that “imitation is
the highest form of flattery,” but at whose
expense?
Fashion itself is art; it combines design,
culture, and movement all in one to
create an embodiment of style suited
to one’s personality. Every year, fashion
week takes place in fashion capital cities
like Paris, New York, and London where
high-end designers stage runway shows
to showcase their intricately crafted
garments. These shows include a wide
range of designs, from haute couture to
ready-to-wear pieces, and its purpose is to
boost the designer’s profile in the industry,
and to inspire other designers to create a
more commercially viable and affordable
fashion line.
With the fast-paced environment that
runs “heavily on the creativity of its
designers,” there is a lot of pressure and
very limited time to create not just new
designs, but ones that are unique. The
constant struggle to keep up with trends
and deliver new collections is proof of
the designer’s passion; therefore, it is only
right to acknowledge their hard work by
respecting their designs. Unfortunately,
not everyone sees it this way. Fast-fashion
retailers use these one-of-a-kind designs as
an opportunity to mass-produce similar, if
not identical, designs. So how is this legal?

used to cover our bodies, and handbags
are used to carry our belongings, they
are deemed as functional items rather
than creative ones. With the limited rights
designers hold in obtaining protection for
their designs, this renders them “virtually
powerless against the mounting number
of knockoffs threatening the industry.”
As such, fast-fashion brands like H&M
and Zara are able to perfectly replicate
the design of an expensive garment and
selling it at a more wallet-friendly price
without infringing upon the law.
Based on the profit data by McKinsey
Global Fashion Index, Zara is on average
2-3 times more profitable than other
retailers. Rather than developing its own
designs, Zara jumps straight into making
identical copies of designs debuted in
fashion shows because “fast-fashion
retailers’ success largely depends on speedy
reflection of ever-changing customers’
taste for fashion and bringing the latest
styles that meet their needs and wants.”
Zara saves time skipping the creativity
process and is able to get its products
out on the market much sooner, all while
simultaneously ensuring that they can sell
high-trending items at a faster pace to
bring in more profit to the company.

In the United States, protection for fashion
designs in their entirety is limited due to
its utilitarian factors. Since garments are
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However, if a design includes a distinctive
logo or print, then those creative elements
can be protected as long as they “can be
identified separately from, and are capable
of existing independently of, the utilitarian
aspects of the article.” For instance,
trademark law protects a designer’s name
or logo and can be useful in establishing
the brand’s image. Trade dress protection,
on the other hand, could be more helpful
when it comes to the actual design of
a product; it helps consumers identify
the source of the product through its
physical appearance and how
it is marketed. This typically
applies to well-established
brands such as the Louboutin
shoes’ red sole. Although color
by itself cannot be protected,
Louboutin’s red sole has become an iconic
feature that customers associate the brand
with.

claiming YSL was falsifying the origin of
their shoes by making people believe the
shoes were Louboutin due to the red sole.
Small, independent creatives have also
fallen victim to fast-fashion copycats.
While this matter is unfortunate for
both high-fashion and small brands, it is
slightly more unfair to the latter as “luxury
brands probably do not notice a dent in
profits, but small brands and independent
creatives whose creativity is their only
means to push business are left defenseless

“Fashion is one of the few creative
industries that is not fully protected by
copyright laws.”

Some may argue that as long as the
original designs and the knockoffs target
different markets, designers will not have
to worry about losing customers, but this
is not always the case. Many designers
or brands on the same fashion pyramid
level can take the design of another and
make one fairly similar to the original. An
example of this is when Louboutin filed
a trademark infringement lawsuit against
YSL in April 2011 asserting YSL was liable
for claims of trademark infringement.
Trademark infringement “occurs when a
company uses the mark of another in a
manner that confuses consumers about
which company actually manufactured
the offering.” In essence, Louboutin was
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against big retailers.” Susceptibility to
financial setbacks can happen between
any level of the fashion pyramid; it can
arise at any time and in any event. The
democratization of fashion proves that
creativity does not only arise from huate
coutre houses, but also from unknown or
aspiring creatives.
The
fashion
industry’s
fast-paced
environment and dynamics are part of
the reasons why fashion is one of the
few creative industries that is not fully
protected by copyright laws. Given the
lack of tools, designers have to depend
on current protection laws; however,
these laws are rather irresolute and can
be expensive, cumbersome, and timeconsuming to attain. Intellectual property
laws are failing in the industry, and it
needs to be addressed. Although clothing
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Notes
itself is indeed a useful item, Congress can
still take legislative measures and improve
copyright laws that will better cater to
both independent and
established
creatives.
Since fashion is art form,
these creatives deserve at
least proper protection
for their hard work.
Nevertheless,
copycats
should not be deprecated
or exiled from the fashion
industry. As frustrating as it is to see someone
rip-off a design created through passion for
the art form, copycats do spread awareness of
current trends; they help increase the fashion

industry’s economic growth by appealing
to the financially middle- and lower-class
consumers. Both classes make up more of
the world’s population
than the upper-class do,
meaning that without
these fast-fashion copycat
retailers,
the
fashion
industry would, per se, be
left a small and powerless
industry. With fashion
copycats dominating the
shopping outlets, nearly
everyone wears some kind of derivative of
a high-fashion piece daily. Perhaps Coco
Chanel was right when she said, “every
day is a fashion show and the world is your
runway.”
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As the Swiss have shown us, vocational
training is a win-win: it gives students
marketable skills, and gives employers
significant savings.
By Aubrey Wright
July 9, 2015: “Switzerland and the U.S. sign
a Joint Declaration of Intent on Vocational
Education and Training.” 1 Since then, the
two countries have worked closely on
integrating the Swiss model of vocational
training into US education. 2 Switzerland’s
vocational program began in 1799. 3 The
US, on the other hand, has only had
recent interest; events such as the National
Apprenticeship Week began in 2015, and
have continued strong since. 4

A Swiss Student’s
Experience Today
Fourteen year-old Swiss students can choose
to either continue with the equivalent of a
High School education, called “gymnasium,”
or apply for a course of study and practical
experience called an apprenticeship.5 These
tracks differ drastically from traditional
schools of the United States, with only two
days each week in the classroom and the
other three on the job with “both practical
exercises and actual work from the start
of their apprenticeship.” Most students in
Switzerland choose an apprenticeship over
high school.6
What does this look like? Students at the
Swiss hospitality school Ecole hôtelière
de Lausanne take “professional training
courses which are both practice-based and
academic.” The school’s former General
Director Michael Rochat explains, “We
offer a comprehensive educational ladder
- enabling students to start from scratch
with an apprenticeship and to move all
the way up to an internationally-recognized
Bachelor and Master degree.”7
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Some points of the system are
controversial. Placement tests determine
14-year-old students’ options. 8 Not all
programs allow them to continue with a college
education.9 Dr. Johannes Giesinger, a
researcher in the Center for Ethics at the
University of Zurich, explains, “Students
are allocated to different tracks at an early
stage…These segregated systems have long
been accused of undermining educational
justice or equality of opportunity”. 10
Giesinger proposes that educators can
prepare students early, beginning at age
five, to significantly reduce the number of
students that face an unfair disadvantage.
Migrant students are a current focus for
Swiss educators.11 While displaced students
require additional preparation, education
can drastically improve their lives.12

A Swiss Employer’s
Role Today
Government-recognized industry groups
determine positions, training requirements,
and final examinations for prospective
apprentices. The Swiss Leading House
on Economics of Education notes that,
“The most obvious feature of the Swiss
apprenticeship system is that it is based
on the voluntary participation not only of
apprentices but also of employers.” 13
Many employers realize a net gain from
training apprentices due to the reduced
cost of labor, but this varies depending on
how quickly a student learns their role and
the length of the apprenticeship. Some
employers “poach” trained students from

other businesses upon graduation to avoid
the training cost, and most companies that
train apprentices report that they are driven
by non-economic motives.14

Interest and
Initiatives in the US
“The National Apprenticeship Act (NAA),
29 U.S.C. 50, authorizes the Secretary of
Labor ‘to bring together employers and
labor for the formulation of programs
of apprenticeship.’” This “industryled, market-driven approach provides
the flexibility necessary to scale the
apprenticeship model where it is needed
most and helps address America’s skills
gap.” 15
Resources like apprenticeship.gov consolidate
information for employers, career seekers and
educators. Self-evaluation tools, such as the
one featured in figure 1 help businesses and
students understand if an apprenticeship
program would benefit them.16

Figure 1

An example of a self-evaluation tool.
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Both

17.9%

Gymnasium*

Economic

36%

28%
Apprenticeship
Non-Economic

64%

54.1%

*High-School Equivalent
Figure 2

Swiss employer’s self-perceived motives for training.

Next Steps
Most apprenticeships currently available
in the United States do not result in a
transferable certification. The United
States Department of Labor proposed
a solution on June 25, 2019 that would
authorize recognized private sector groups
to guide certifications in each industry,
like the Swiss system. The Proposed Rule
Document explains, “This new program is
intended to harness industry expertise and
leadership to meet the United States’ skills
needs in the twenty-first century.” 17
The apprenticeship program in the United
States empowers students and businesses
to directly coordinate industry demands
with students’ education. A blend of
instruction in the classroom and on-thejob training teaches young people what
the career they are pursuing involves and
sets them up for future success.
As this critical addition to our American
education system progresses, we need to
stay informed. As the Swiss have shown
us, vocational training is a win-win: it
gives students marketable skills, and gives
employers significant savings.

Breakdown of education choices for recent Swiss
adolescent cohort.

Figure 3
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buzzwords
Jargon that will keep you going through the year
By Sarah Romney

1
2
3

Advertainment
Definition: A marketing strategy
that

combines

advertising

and

entertainment. It is usually unclear

to the audience whether the content is media
entertainment or product promotion.

4

Customer journey
Definition: An exhaustive list of
the experiences a customer will have
when interacting with a company.

Mapping out the customer journey enables a
company to better understand its customers and
improve the customer experience.

Go live
Definition: To release a product
or service to the public. This
term previously referred only to

technology or websites when they were made
available, but now can be applied to any product.

5

Mashup
Definition: The combination of
multiple

resources

through

the

same web platform. This often

refers to business applications that integrate in
unexpected and useful ways.

Pivot
Definition:

Notes
To

try

something

different when a current business
model or strategy fails. It includes

making a change or applying a new strategy in
order to more successfully meet the needs of the

Derek Parker, “Top Business Buzzwords of 2019,” In the
Black, 11 Apr 2019, https://www.intheblack.com/articles/2019/04/11/business-buzzwords-2019.
Baylor Cherry, “The Ultimate List of Business Buzzwords
and Their True Definitions,” Blueleadz, 9 Sept 2019,
https://www.bluleadz.com/blog/the-ultimate-list-of-business-buzzwords-and-their-true-definitions.
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A Deeper Look into

Relationship
Marketing

By Rachel Bennion
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W

hen you think of matrimony, Kentucky
Fried Chicken isn’t usually the first
thing to come to mind. And yet, Australians
are ditching the soft pastels, dainty hors
d’oeuvres, and glamorous photoshoots that
typically accompany nuptials for a shot to
have KFC organize their wedding.
Floods of applications have come in since
KFC Australia announced its exclusive
wedding services in September of
this year. Six lucky couples will be
selected based on their originality,
creative merit, and independent
expression. 1

As a practice, relationship marketing differs
from other forms of marketing in that it
“recognizes the long-term value of customer
relationships and extends communication
beyond intrusive advertising and sales
promotional messages.” 2 To put it simply,
this marketing philosophy proclaims that
investing in and connecting with customers
now will result in large dividends in the
future.

Though the fast-food industry has gotten a
jump on relationship marketing, they certainly
do not own the corner on the market. As Figure
1 illustrates, brand loyalty has become a matter
of great importance to industries across the
board. Organizations around the world are
adopting this customer-focused, long-term
approach.
So how can you tap into this marketing gold
mine? These four practices will
help your business implement a robust
relationship marketing plan: connecting
with your employees, beefing up your
social media presence, crafting
an authentic voice, and collecting
feedback.

“As little as a 5% increase
in customer retention
can produce a 25% to 95%
increase in prof it.”

KFC’s “Put a Wing on It” campaign—
though it seems like a novel, tonguein-cheek marketing scheme—
is not the first of its kind; many
fast-food restaurants are jumping
on the wedlock bandwagon. Taco Bell,
McDonald’s, Wendy’s, and more are all
trying to get people to fry the knot. And without
fail, they have garnered headlines and excited
customers.

Relationship Marketing
While an increase in awareness is certainly
a boon to these companies, the impetus
for their campaigns stem from something
deeper - wanting to build a relationship
with their customers. This “relationship
marketing” fosters loyalty and increases
long-ter m engagement with the companies’
consumers.
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How It Can Help
Recent studies at Bain & Company have
bolstered this philosophy’s efficacy; its
research asserts that in some industries, as
little as a 5% increase in customer retention
can produce a 25% to 95% increase in
profit. 3 Bottom line? It is worth taking time
to develop customer loyalty.
Bain & Company’s study touts big returns
for customer retention. Returning customers
are the lifeblood of most industries: they
spend more over time, lower the company’s
operating costs, and will pay a premium
to continue doing business with a familiar
company. 4

Connect with
Your Employees

In his book Engagement Magic, Tracy Maylett
explains that after spending a decade kneedeep in employee survey administration
and data, a strong pattern became clear:
“Customer experience is a direct result
of superlative employee experience.” His
research found that companies that scored
in the top 10% in employee engagement
were more profitable, grew faster, and had
lower turnover than the companies that
were in the bottom 10%. 5
In order for companies to emotionally
connect with and retain customers, they
must first learn how to do the same with their
employees.
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“Customer experience is a
direct result of superlative
employee experience.”
-Tracy Maylett
When the Hilton Hotel Corporation was
privatized in 2007, its leadership mapped out
a luxury growth strategy that centered on
two priorities: refining the two core luxury
brands to resonate with specific customer
needs and bringing the brands to diversified
markets. Chris Nassetta, Hilton’s new CEO,
recognized that in order to achieve its longterm goals, Hilton had to make internal
changes first. 6
Nassetta explained, “[As an organization,
we] forgot that we are a business of
people serving people, and the corporate
environment got very disconnected from
the front line.” Nassetta made small, but
very intentional changes for employees,
s u ch a s re n ov a t i n g e m p l oye e s p a c e s,
updating employee uniforms to be more
comfortable, and frequently visiting with
s ta f f. T h es e ch a n g es a re part of the
reason Hilton rose to the top of Fortune
100’s list of Best Places to Work 2019. The
increase in employee satisfaction has
also had a stark impact on Hilton’s external
success: Its management and franchise
fees g rew by 11% annually from 2009
through 2018. 7
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Beef Up Your
Social Media
Pre s e n c e

The advent of social media
and online reviews have
heightened the importance
of relationship marketing.
Gone are the days when
having a distant, silent
cor porate persona would fly. In order to
understand and connect with consumers,
businesses need to be active on social
media, whether it be on Twitter, Instagram,
Facebook, or Youtube.

The need to belong is one of the fundamental
social needs in human society. 8 On social
media, communities quickly form as users
connect with individuals, groups, or pages
that pursue similar interests and concerns.
As businesses actively participate on social
media, they can help provide users with the
same sense of belonging and community.
Sadly, however, businesses often fail to do
so.
DreamGrow, a content marketing and social
media blog, found that 63% of customers
expect companies to offer customer service
via their social media channels. The graphic
above illustrates the study’s sur prising
finding that while over 80% of companies
online are under the impression that “they
deliver exceptional social media customer
service,” only 8% of their customers agree. 9
Consumers expect engaging, authentic, and
consistent content. Though most companies
have not been able to fully utilize social
media, the few that have managed to harness
its power have proven what a dynamic tool
it can be.
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On November 1 st , 2019, the Minnesota
Vikings had Instagram following of 907,000,
a Twitter following of 1.3 million, and a
Facebook page liked by 2.1 million users.
Some of the team members, like Danielle
Hunter and Adam Thielen, have hundreds
o f th o u s a n d s o f fo l l ower s o n Tw i tter.
Social media is a valuable outlet for teams
to connect with their fan base—in fact,
sports fans that see a brand message on
social media are 78% more likely to have
a positive perception of them—and this
team has cultivated a robust social media
presence. 10

Craft an Authentic Voice
Emotional branding is built upon a “consumercentric, relational, and story-driven approach
forging deep and enduring affective bonds
between consumers and brands.” 12 When
developing your organization’s voice, think less
on the media aspect (the metrics, statistics,
and coding) and focus more on the social
aspect (the people).
Remember that no matter what font you use
on your ad or how SEO-efficient your page
is, authentic content is what will get your
business the most traction with consumers.
People, even those who understand they are
being marketed to, will always respond to
authenticity. 13 Authenticity breathes a
sense of believability and trust into your
content. 14

The Vikings’ social media strategy relies on
consistency, user interaction, and quality
content. Though the exact number varies
from platform to platform, the Vikings put
up several posts per day at dependable times.
The Vikings keep users engaged by posting
videos of fans reacting to exciting games,
inviting local photographers from each
of the cities where the team travels to take
a picture of a Vikings helmet, and sharing
or retweeting fan content. 11 The Vikings
social media presence has emotionally
connected the team and players with its fan
base.  

Ross McCammon, Editor at GQ magazine,
treats writing content like a cocktail
party— “At a cocktail party, you wouldn’t
walk up to someone and say, ‘Hey, I’m
Dave. My stuff is 20 percent off.’ What you
do is ask questions, tell stories, listen, and
relate to people.”15
Since beginning its Campaign for Real
Beauty in 2004, Dove has transformed from a
simple soap company to an advocate for body

confidence. Dove has done this by narrowing
its mission statement and constantly aligning
its marketing efforts with this new vision.
The Dove mission is that “beauty should be
a source of confidence and not anxiety.”16
Dove marketing focuses on empowering
women, changing the conversation on beauty,
creating an emotional connection, and using
real, unedited people in advertising.17 This
level of authenticity has created a strong
sense of brand loyalty between consumers
and creators.

Collect Feedback
Every business wants to please its customers
and keep them loyal to its brand. Without
listening to your audience, however,
that is near impossible to do. Hubspot
writer Caroline Forsey wrote that
“[receiving f eed b a c k ] i s c r i ti c a l to
en s u re yo u ’re consistently improving
your relationship marketing strategy
to best-fit the needs of your specific
audience.” 18
Not all forms of listening are equal. The
much-acclaimed author of T he 7 Habits
of Highly Effective People, Stephen R. Covey,
asserts, “Most people do not listen with

“What you do is ask questions, tell
stories, listen, and relate to people.”
-Ross McCammon
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“Most people do not listen with
the intent to understand; they
listen with the intent to reply.”
Stephen R. Covey
the intent to understand; they listen with
the intent to reply.” The highest level of
listening is empathic listening. Empathetic
listening extends beyond registering words;
it is listening for feeling and meaning, with
the intent to understand. 19
As you come to fully comprehend those
who interact with your brand, you will know
how to best meet their needs.
Southwest Airlines works with millions
of passengers each year. In an industry
as turbulent as airfare, customers will
inevitably feel frustrated with the service.
In order to provide the best experience
for its customers and to establish strong
communication lines, Southwest Airlines
leverages social media to stay in contact with
their customers and receive quick feedback.

through customer feedback. As you adjust
yo u r m a rk eti n g s tr ateg y to h o n e i n
on relationships, your understanding
of your audience base will increase, and
company effectiveness will sharpen. Most
importantly, you will build a brand loyalty
so strong, your customers will be ready to
vow, “Till death do us part.”

The airline has a social media “Listening
Center,” where 31 team members monitor
and respond to thousands of tweets
per day.20 Their average response time on
Twitter is 16 minutes, making them the
fastest in the field. 21 By listening and
quickly responding, Southwest has formed
a deeper relationship with its customers and
streamlined its process.

Conclusion
You don’t need to start a wedding campaign
like KFC to create a meaningful and
committed relationship with your customers,
but you do need to have a plan. This plan
needs to begin with your employees, build
into your social media strategy, be reflected
in your brand’s voice, and be fine-tuned
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“But although quality, price, and advertising
contribute to products and ideas being
successful, they don’t explain the whole story.”

anger in thousands of disgruntled United
(and non-United) patrons around the world.
On the other end of the emotion spectrum,
a cute video of a cat chasing a laser pointer
drives people to feel amused and share with
their friends.

In his New York Times Bestseller, Contagious:
Why Things Catch On, Jonah Berger delves
into what makes products and ideas go
viral. Through hundreds of intriguing and
sometimes jaw-dropping stories, Berger
identifies six key components to make
everything—from a YouTube video to a new
tech gadget—become contagious.

Step #4: Public
Can people using your product be seen
doing so, and do they want to be seen? If
the answer is yes, then people will likely
want to imitate this behavior. Remember
how popular the yellow Nike Livestrong
bracelets were? The public value drives
more people to try out your product.

Step #1: Social Currency
People want to share products that make
them look cool, smart, and trendy. Did you
know there’s a restaurant in Philadelphia
that sells a $120 philly cheesesteak? Did you
know that a kangaroo can’t walk backward?
Turn your product into social currency by
making it, and those who talk about
it, appear remarkable (interesting,
exclusive, distinctive).
Step #2: Triggers

Step #5: Practical Value

Contagious: Why Things Catch On
By Jonah Berger
Review by Christy Swatling

Triggers are stimuli that make people
think about a related product or idea: peanut butter and jelly, salt
and pepper, cats and dogs. People tend to talk about what comes to
mind, so if you can create natural triggers that lead people to think
about your product, more people will talk about it.

People love to help those around them, so if
you can show them how your product will
save them time, save them money or
improve their life, they are more likely
to share it. How-to videos and life hack
videos go viral because people enjoy
passing on useful information.
Step #6: Stories

In order for people to want to share your product, it must be wrapped
up in a story. Humankind has thrived on storytelling since the dawn
of time. Make your product a vital part of the story and people
won’t be able to resist sharing it.

Step #3: Emotion
When we care, we share. Contagious content evokes people to feel a
strong emotion: awe, anger, excitement, amusement, sadness. When
promoting a product, you need to evoke the right emotions for your
purposes. The 2009 viral video “United Breaks Guitars” invoked
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In this book, Jonah Berger provides great insight into how to make a
product break through the clutter and become contagious. I would
recommend this book to anyone who wants a straightforward and
enlightening look at the world of marketing and psychology.

32

Editors: Expectations: Full Issue

podcast review

Amy Antonelli
on Vision and Purpose
by McKayla Lindman
In 2002, Amy Antonelli was at the forefront of technological breakthrough in Silicon Valley. Her startup
company had recently been acquired by Apple. As
she witnessed the long-anticipated integration of the
Internet unfold, Antonelli worked side-by-side with
Steve Jobs as a spokesperson for Apple’s top executives.
Just two years later, a devastating tsunami hit India and
she suddenly found herself working in a leprosy colony
for the next seven years. What would motivate someone
to trade in their Lamborghini lifestyle for life in an Indian
leprosy colony?

service organization that offers humanitarian
expeditions to youth ages 16-19. After just a
few years of operation with Antonelli’s oversight, the startup program grew 312% and has
expanded to reach 36 global locations with an
anticipated 4000 participants each summer.
What is the secret to her success? She explains,
“We run this non-profit like a business; we’re very
data-driven and operate according to metrics. We
look at the product we produced a lot like we look

“I think that finding our purpose is never a one-time event”
On December 8, 2019, we had the pleasure of interviewing
Amy Antonelli on our podcast, Measuring Success Right.
The interview caught a glimpse into her unique life experiences which embody what it is to discover one’s purpose.
She commented, “I think that finding our purpose is never
a one-time event; I think it’s literally the work of our lives…
We do it over and over and over again.” Here is a brief
overview of some of those defining moments and lessons
learned:
Lessons from Steve Jobs
From her years spent with Steve Jobs, she learned that
integral to entrepreneurial leadership is the ability to
engage others in a common cause and to articulate it
well. She attributes Apple’s success not only to Steve
Job’s ability to “capture the vision,” but his ability
to communicate to others that they are vital to the
vision’s success as well. Antonelli has sought to
adopt these leadership patterns in heading her own
corporations.
World-Class Expectations
In 2016, she became the CEO of Deseret
Network International, the parent organization of Humanitarian Experience for Youth (HEFY),
a nonprofit
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at if you were running a for-profit business and if it
performs to a certain level of expectation that we have
(which essentially is world-class), then we keep it; if it
doesn’t, we jettison it. And I’m proud of that.” Even
though HEFY is heavily data-driven, it is not
any less driven by love. Because HEFY is
100% self-sufficient, Antonelli has more
time and resources she can dedicate to
creating a life-changing experience for
kids. “Our goal is to export love… None
of our projects are fake projects to give kids
some kind of experience. We’re very against
voluntourism.”
What Matters Most
Despite her years of experience training with the best
of the best, her faith has always been the standard by
which she measures success. She has learned to never
get caught up in finding the “purpose of your life,”
but to be open to heavenly guidance. She pleads with
the youth of this generation, “Yes; listen to the smart
people around you. Learn from the people who are
wise. But at the end of the day, the thing that matters
most is that you can hear the Lord and that you’re
willing to do what He tells you to do, even if it’s
insane things like moving to leprosy colonies
in India.”
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Putt Yourself
Out There!
Golf as an upper hand in the
business world.

By Allysha Mae Mateo
Parents often sign their children up for a variety of sports hoping
to see their child take a particular interest in one and excel in their
chosen sport. Kids typically take an interest in high energy and
highly competitive sports like basketball, football, and soccer. But
golf— you know, the game where you hit a little white ball, hop
in the cart, hit it again, and repeat for hours on end— is often
overlooked. Perhaps this is because young people may perceive golf
as an “old man’s sport.”
Golf is often categorized as a game for older Caucasian men, or a
game for only the wealthy because they have the resources and time
to play. Some may view golf as an excuse for self-serving business
executives to get out of the office. However, those who think this
seem to either forget, or are simply unaware, that golf provides an
individual the upper hand in the business world.
Golf is a unique sport in the sense that it doesn’t have a shelf life
and does not require a specific body type or innate athleticism.
Golf is a sport that virtually anyone can pick up and learn if given
the opportunity. It also provides vital skills that are transferable to
the business world and offers future opportunities for those that
play. Thus, golf is a business tool that provides an advantage to
everyone in the workplace.
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Why Golf?
Golf is a sport that provides a unique method for people to build
relationships outside the office. Mark Goldfarb, a businessman on
the board of trustees at Charles Schwab, attributes much of his
success to relationships forged on the golf course. Goldfarb’s copartner, Bob Littman, explains that when building relationships,
“you build trust, clients get comfortable with you, they invest in
[your] business, they feel comfortable with the other things [you]
have to offer, [and] they refer [you] to their friends.”1
Relationships are essential to the success of every business and are
regarded as “[organizational] resources crucial for competitive
advantage and success” by management and marketing studies. 2
Being on the golf course allows clients and executives to see a
different side of one another outside of the workplace and develop
crucial relationships for their businesses. The serene environment
provides a more relaxed and personal encounter with potential
clients and vendors.
“Symposium on Golf, Business, and
Relationships” expounds upon this idea of
creating relationships on the golf course by
presenting fundamental human values that
a golfer and leader should exhibit on the
golf course and within their organization.
In explaining the importance of security
as a value, Simon Lim Qing Wei describes
how the environment of the golf course
enables “the fostering of deep relationships
among golfers, creating a sense of belonging
and stability of bond.” High-quality
relationships in an organization return
favorable financial outcomes and improve
business performance. 3 The time spent on
the golf course provides a meeting of at
least four hours of valuable face time where
critical attributes such as competitiveness,
humility, thoughtfulness, and the full scope
of personality are displayed, allowing people
to see how the other may act within their
business. The sport itself is popular among
business professionals, allowing people
to develop relationships in their specific networks and providing
opportunities to advance one’s career and grow the company. 4

adversity that they encounter both on the golf course and in the
workplace. In golf, one can learn patience, goal setting, listening
skills, and teaching skills. They gain the ability to manage
expectations because not everything in golf is under their control.
Instead, golfers learn to understand what is within their power and
focus on what is in the present. Golf teaches people to focus on the
process and not the result, be more realistic about goals, become
more disciplined, take more risks, and be assertive. The sport also
teaches principles of integrity, trust, and respect, all of which are
essential in business. 5 All of these skills learned in golf are relevant
in the workplace.

Golf and Gender
It should be noted that golf is not a business tool exclusive to
men; it is a great networking tool that is accessible to everyone.
An article by Matt Kammeyer in The Enterprise explains this idea
that business golf is not just for men. In 2016, a comprehensive
study by the Sports and Leisure Research Group found that women
golfers report closing deals on the golf
course at nearly the same rate as their
male counterparts (58% compared to
60%). The study also found that 60%
of female golfers felt that playing golf
has contributed to their professional
success and makes them feel even more
included in the workplace, which is
sometimes difficult in a male-oriented
environment. 6

Golf will aid both
men and women
in building
relationships,
simultaneously
advancing the
golfer’s career
and helping
to grow the
company.

Adrienne Wax, co-author of Even Par:
How Golf Helps Women Gain the Upper
Hand In Business, argues that playing
golf as a businesswoman provides an even
more significant advantage:. being able
to talk about golf in the office allows for
bonding with higher-level colleagues. A
businesswoman golfer can communicate
and get to know others in
a way that the office
can’t provide. 7

Golf is also a learning tool that teaches leadership and life skills
that are essential in a business. In golf and business, things may
not go as planned, leaving people in tough situations. Golf teaches
an individual how to manage those unforeseen events through
problem-solving and strategizing, which are essential skills in
business. Golfers learn how to deal with the success, failure, and
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Golf may be an intimidating sport at first, but learning the game
and being able to participate will provide both men and women the
upper hand in business. Approximately 90% of Fortune 500 CEOs
play golf, and executives who play golf earn 17% more than those
who don’t. 8 Playing golf will aid people in building relationships
with clients, customers, vendors, and colleagues, simultaneously
advancing the golfer’s career and helping to grow the company.
Golf is also a useful learning tool for people of all ages that provides
crucial skills and principles that apply to business. Hopefully, after
reading this, people realize that golf is accessible to whoever wants
to learn, and all people should take the opportunity to do so. Free
clinics, group lessons, and private lessons are available at most golf
courses or driving ranges. Children and adults alike should take any
opportunity they have to learn golf and gain the upper hand in the
business world.

Notes
1 Adam Burroughs, “Driving Success,” Smart Business Cleveland
29, no. 12 (2018): 32-36.
2 Aldona Glinska-Newes, Iwona Escher, Pawel Brzustewicz,
Dawid Szostek, and Joanna Petrykowska. “Relationship-Focused
Or Deal-Focused? Building Interpersonal Bonds within B2B
Relationships,” Baltic Journal of Management 13 no.4 (2018):
508-527.
3 JMM Staff, “Symposium on Golf, Business, and Leadership,”
Journal of Markets and Morality 21, no. 2 (2018).
4 Ashim Neupane, “Networking on the Fairway,” New Business
Age, (Nov 30, 2018).
5 Andrea Doyle, “Golf Schools Are Great Places to Teach Leadership and Life Skills.” Successful Meetings 67 no.1 (2018): 18–21.
6 Matt Kammeyer, “Business Golf: It’s Not Just Men on the
Course.” The Enterprise 48 no. 29 (Feb 11, 2019): 17.
7 Andrew Wood, “10 Reasons Golf Will always be the Ultimate
Business Tool.” The Enterprise 48 no. 29 (Feb 11, 2019): 21.
8 “Learning Golf can be Good for Your Career.” University Wire,
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Environmental Awareness is Leading to a
Troubling Future for the Airline Industry
Global warming is not only causing climatic temperatures to
rise— but it is also heating up the socio-political scene across the
globe. Caught in the crossfire is the airline industry, targeted by
environmental activists who categorize flight as an unnecessary
mode of travel. As this movement gains momentum, how will
air fare in this age of flight-shaming?

Shifting Attitude Toward Global Warming
A study done by Yale University shows the change that has
taken place in American attitudes toward climate change.

Abel Gustafson, Parrish Bergquist, Anthony Leiser-owitz and Edward Maibach. “A Growing Majority of Americans Think Global Warming is Happening and are Worried.” Accessed November 13, 2019, https://climatecommunication.yale.edu/publications/a-growing-majority-of-americans-think-global-warming-is-happening-and-are-worried/

Three forces related to environmental issues are combining to
create turbulence for the airline industry:
1. Environmental activists drawing attention specifically to
air travel.
2. Growing awareness of global warming and the need to cut
emissions.
3. Pressure on governing bodies to create regulations for
carbon-emitting industries.
Fueled by increased global warming awareness and popular
climate-change activists, airline industries must prepare
for an uncertain financial future and make environmental
improvements for impending regulations.

Activists Pushing A Flightless Movement
Anna Hughes has not taken a flight in 10 years; she founded
Flight Free UK and only travels by ground transportation.
Greta Thunberg has vowed to remain out of the air. She chose
a two-week boat ride to New York for the UN meeting, in place
of an hours-long flight. 1 These scenarios are extreme examples
of efforts in reducing greenhouse emissions that are meant to
influence others to choose alternative efforts.
The Swedish term ‘flygskam’, which translated means “flight
shame,” was coined to encompass this movement that took its
roots in Europe. Foregoing flights is not an option for many,
and this movement seems far-fetched. In countries with the
strongest flight-shame movement, airlines have seen a three
percent decline among domestic flight customers. Rickard
Gustafson, chief executive of Scandinavian Airlines has felt the
growing pressure of this movement. In just six months’ time, it
has grown to a top priority in executive meetings. He explained
the concerns within his industry: “If we don’t clearly articulate
a path to a sustainable aviation industry, it will be a problem.” 2
Environmental issues have been discussed for decades, but
shifting attitudes toward climate change global warming have
fueled the recent rapid growth in accepting these movements.
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From 2013 to 2018, awareness of climate change heightened
across all of the questions asked in Yale’s study. This increased
awareness is found not only in America, but also world
wide, as this issue has become a frequent topic in media and
politics. According to the Yale surveys, 46% of people have
experienced the effects of global warming and 72% say that it is
personally important to them. These numbers are huge. If the
Flygskam movement gains traction throughout the world, this
demographic has the potential to cut back on their air travel and
put their money toward alternative modes of transportation.
Social media has been both a means to promote the airline
industry and a tool to promote activism against it. In today’s
culture of travel bloggers and “look-at-me” destination photos,
consumers desire air travel to reach both international and
domestic destinations vacations. Global tourist arrivals are
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expected to increase by 5.2% each year for the next five years.3
Social media has also been a major platform for sharing global
warming protests and organizing movements against many
industries, including the airline industry. Greta Thunberg has
gained an impressive 8.2 million followers on Instagram in less
than two years. 4
Activist Anna Hughes explains, “Most people are unaware of
how flying affects the environment.” But, a 2019 article in
Financial Times states that, “awareness is growing fast though,
as climate concerns have sparked a public backlash against flying
that would have been almost unthinkable even a year ago.”5
A fast-paced awakening is threatening to cause turmoil for the
airline industry as many people are learning of the effects of
global warming. Pressure is mounting on world leaders to act
quickly in regulating the amount of pollution through policies
and restrictions.

Her speech made headlines internationally and was shared
widely on social media, reaching millions of viewers. The
Flygskam movement is currently putting pressure on European
airlines but will likely move further along as popular activists
influence and educate followers on these issues. If regulations
are imposed on airline industries, the resulting barriers could
cause financial risk and the subsequent demise of millions of
jobs.
The global airline industry is responsible for creating 65.5
million jobs around the world.7 Officials will propose regulations
to help reduce the environmental impact of air travel but will
be wary to upset millions of jobs and billions of dollars in
revenue. Any regulations that will be implemented will give
adequate time for airlines to work out solutions and maintain
maximum economic stability and growth within their industry.
Environmental activists recognize this political attitude and
have doubled down on their cry for action.

https://www.bbc.com/news/science-environment-49349566

Daniel Röska, is an analyst at Bernstein., he says that a person’s
opinion does not always reflect their willingness to act on
those beliefs. He does not believe that people are willing to
sacrifice air travel because they have a desire to battle pollution.
However, he does believe, however, that governments could
use these concerns to raise air taxes which would lead to more
expensive air travel and, “this in turn will reduce the cheapest,
least valuable demand in the market.” He adds that it, “will
likely lead to a slower growth for aviation in markets that push
the emissions agenda.” 8

This graph shows the amount of emissions from a single flight
in comparison to other modes of transportation. Increasing
awareness is causing a need for airlines to address changes in
the perception of the industry from their customers.

Just this year, France implemented a tax on all flights leaving
their country. The tax did not hit hard on the wallets of
travelers, but is an indication of a regulating pattern we will see
as politicians try to earn the vote of environmentally-friendly
voters.9 Röska’s predictions may come into fruition quickly if
environmental movements press forward with the same energy
that has been observed this last year. All of these factors are
working together to create troubled waters for the airline
industry.

Regulations Ahead

Moving Forward

With this new awareness comes a call for politicians to address
the issues of emission pollution and find solutions. Most notable
was Thunberg’s searing speech to world leaders at the U.N.’s
Climate Action Summit:

Global warming is a topic that will become increasingly
prioritized among people, politics and industries. Because
there are substitutes to air travel that leave a smaller carbon
footprint, airlines will see a shift in their customer base to other
modes of transportation as the flight shame culture will spread
to other areas in the coming years. While this does not signal
the end for the airline industry, it does signal a change and loss
of business within markets that have a Flygskam culture. The
airline industry will be affected as a whole due to the changing
cultures around travel.

This is all wrong. I shouldn’t be up here. I should be
back in school on the other side of the ocean. Yet you all
come to us young people for hope. How dare you!…you!
… For more than 30 years, the science has been crystal
clear. How dare you continue to look away and come here
saying that you’re doing enough, when the politics and
solutions needed are still nowhere in sight?.6
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Moving forward, the airline industry needs to aggressively
seek environmentally-friendly choices and solutions with less
greenhouse gas emissions. Global warming is here, it is manmade, and it is affecting industries around the world. In order
to remain relevant, the global airline industry must counter
activists’ calls by proving its capability to reduce emissions and
work ahead to find solutions to impending regulations.
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W

hen you tell your parents that you’re going into nonprofit, they panic. They look as if you told them you had wasted all
the time, money, and effort you put into graduating from a prestigious university to resign yourself to a simple life of poverty. With
nonprofit establishments accounting for 10.2% of the total United States private workforce,1 there are plenty of opportunities for
recent graduates to enter the nonprofit sector. But, should you? Let’s take a look at how nonprofit jobs measure up to their for-profit
counterparts on the scales of purpose, pay, and job security.

Purpose
Much of the current generation of
college students and recent graduates
not only wants to make money, but
also wants to make a difference. A
study from Deloitte found that 60%
of millennial workers identify a sense
of purpose as a key factor in selecting
employment, 2 and you may be one of
them. The good news is that there’s an
entire industry of people just like you
who are dedicated to making social
change.
The search for fulfillment leads us to
search for careers that will provide us
with a sense of purpose. Working for
a nonprofit organization gives you
the chance to make a difference. In
fact, according to a survey performed
by TIAA, 91% or more of nonprofit
employees feel that they personally
make a positive difference in their
work. 3 This leads to greater job
satisfaction in the nonprofit sector.
While only 51% of American workers
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report that they are satisfied with
their jobs, 84% of nonprofit workers
expressed that they are satisfied in their
current roles.4 And it makes sense—
we’re happier when we’re helping. And
when we’re working for nonprofits, the
work we do very directly helps other
people.
Many for-profit companies have
recognized the desire of their employees
to do something that matters, so they
have implemented extensive corporate
social responsibility programs in an
effort to balance appeasing the world
and their workers. But in reality, these
programs are appendages to what these
companies are really about—making
money. So, if you want to “change the
world,” but really just as a side-gig,
then maybe for-profit is the place for
you. But if you really want to make a
difference, then devote yourself to a
business centered around social change.

When you have to do something for
eight hours a day, five days a week,
it had better be something you enjoy.
When you find a nonprofit that supports
a cause you deeply care about, it will
become so much more than just a job
to you. You will find passion and love
for what you do. So, if you’re looking
for purpose in a paycheck, nonprofit
may be the perfect place for you.

Pay
Now, let’s talk about pay. Are the
rumors true? Society seems to think
that nonprofit workers are supposed to
drive old, rusty cars and sit in handme-down chairs. Maybe that’s because
people assume nonprofit businesses
are so giving that they don’t give to
themselves. Or perhaps it’s because
people don’t completely understand
what “nonprofit” means. But, working
for nonprofits is not a vow of poverty.
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Nonprofit companies still make money,
and they definitely still pay their
employees. The only difference is that
these companies do not pay out profits
to private shareholders. 5
Contrary to popular belief, several
organizations, including the John
Hopkins’ Center for Civil Society
Studies and the U.S. Bureau of Labor
Statistics, have found that nonprofit
jobs actually pay the same as, and in
many instances more than, similar jobs
in for-profit companies. For example,
the graph below shows that nonprofit
workers in social assistance, hospitals,
sales, and higher education receive a
pay premium compared to the same
jobs in the for-profit sector (Figure 1). 6
Of
course, work compensation
includes more than just the number
at the bottom of your paycheck. What
about health insurance, retirement
savings, and other employee benefits?
The U.S. Bureau of Labor Statistics
found that nonprofit employees are

14% more likely to be offered benefits
than for-profit workers, and that these
benefits are worth more than forprofit employee benefits (Figure 2). 7
The pay gap in occupations, such as
management and professional workers,
in which nonprofit workers receive
a slight wage disadvantage, actually
levels out with for-profits when total
compensation is considered. Nonprofits
care about the people that make their
world-changing work possible and
they are willing to pay what it takes to
attract and retain great talent to help
their cause.

Job Security
Perhaps one of the greatest appeals of
working for the nonprofit sector is the
job security it provides. U.S. nonprofits
employed the third largest workforce
of any U.S. industry in 2016, behind
only retail trade and accommodation
and food service, and tied with
manufacturing. 8 The pie chart on the

next page shows the wide variety of
jobs in the nonprofit sector (Figure 2).
So no matter what you are studying,
there’s bound to be a nonprofit in your
field.
In addition, these job opportunities
are forecasted only to increase, as
growth in the nonprofit sector has
shown resiliency, despite economic
downturns and recessions (Figure 3).
For instance, as a result of the Great
Recession, for-profit employment fell
4.1% between 2007 and 2012, but
nonprofit employment amazingly rose
by 8.5% during this same period. 9
Nonprofit employment continues to
grow steadily no matter what happens
in the economy, so you can have
greater confidence in your job security.
This trust in job security and overall
job satisfaction is reflected in a study
performed by the U.S. Bureau of Labor
Statistics, which found that more than
half of nonprofit employees have been
at their present nonprofit employer for
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Figure 2
six years or longer. That’s nearly two
years longer than the median tenure of
American workers. 10

Tackling Challenges
Well, at this point you’re probably
ready to seal the deal and accept a
nonprofit job offer. But first, let’s
be clear that nonprofit jobs are not
perfect. Then again, no job is. With
that being said, let’s talk about some
of the disadvantages to the nonprofit
sector. We’ve already looked a little at
the stigma surrounding nonprofit work.
Some people simply don’t understand
that
nonprofits
are
legitimate,
competitive businesses, just like forprofit companies. Some people may
look down upon nonprofit jobs due
to their preconceived notions. But, as
shown in this article, nonprofit work
can be fulfilling, exciting work and is
definitely not something to belittle. Part
of these stereotypes develop as a result
of the fact that some smaller nonprofits
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implement poor business practices.
Performance
goes
unmeasured,
deadlines are missed, and workers seem
content with the status quo rather than
constantly innovating and improving.
But of course, you can choose to be the
one to shift this mindset and help the
company you feel so passionate about
to excel.
In addition, something you should know
before going into a nonprofit job is that
many nonprofits are under-resourced
in terms of staff and funding. As a
result, you might find yourself working
long hours and putting in more work
than listed in your job description. But
as a fresh graduate, hopefully you can
see this as an opportunity to learn new
skills, gain experience in many different
aspects of a business, and really get
your hands dirty.
Lastly, don’t think that others will
constantly express appreciation for
the hard work and good that you are
doing. Sometimes nonprofit work is

a thankless labor. There will be days
when even those whom you serve show
dissatisfaction for the things you do.
Like any job, not everyone will praise
your efforts.
A college student shared the following
experience:
“After volunteering at a food bank
for almost a year, I started to become
frustrated with people who acted
selfishly, entitled, or ungrateful. But,
one day, a woman walked in looking
anxious, ashamed, and confused. Five
small children trailed behind her. She
had never sought welfare before, but
family circumstances had turned for
the worst, and she was desperate. As
I walked with her through the shelves
stocked with food, we filled up her
cart to the brim. Her eyes welled with
tears. John, the manager, came and
bent down to ask one of the little girls
if she wanted any ice cream. Her eyes
lit up as she looked up at him and
asked, “Are you Santa?” As I looked
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at John in this light, I saw the rough
Wyoming man as she did: his long grey
beard hanging low on his chest and
his potbelly sticking out under his red
plaid shirt. And he was offering gifts to
her. He really was like Santa. Moments
like that are what this kind of work is
all about.” Serving others is not always
easy, but the lives you change make
every effort worthwhile.

Conclusion
As you approach graduation, consider
starting off on the right foot by going
into nonprofit. Having a nonprofit
company on your résumé will get
you attention, and a willingness to
work for an organization focused on
social change reflects positively on
your character. You’ll not only make
competitive wages in a stable job, but
actually enjoy your work and find
purpose in it too. Some myths linger
out there about nonprofit work, but
now you know the facts. So, if (and
hopefully when) you decide to work for
a nonprofit, you can confidently tell
your parents the reasons why nonprofit
is, in fact, a wise path to choose. There
is really something special about being
able to say, “I don’t just make money; I
make a difference.”

Figure 3
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